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Cultural values as determinants of entrepreneurial intentions among university 
students in Cape Town-South Africa 
Abstract 
Purpose 
This paper aims to determine how cultural values (language and religion) impact on 
entrepreneurial intentions of students at the University of Cape Town (UCT), University of 
Stellenbosch (US), and University of the Western Cape (UWC) and Cape Peninsula University 
of Technology (CPUT). 
Methodology 
This empirical study was conducted under mixed-methods approach, using survey-
correlational strategy. Primary data were collected from a sample of 278 students. A 
questionnaire survey was used to collect data which were coded and analysed using SPSS 
version 22. 
Findings 
The empirical findings reveal that the cultural variable of language influences entrepreneurial 
intentions among university students while the variable of language was not found as such 
and this is in accordance with the literature reviewed. 
Limitations 
This study only concerned entrepreneurship university students in Cape Town. Though these 
universities host students from all corners of the country, their views cannot be said to 
represent the opinions of all other entrepreneurship students in the whole country. 
Practical implications 
These findings should encourage the stakeholders (learners, parents, and educators), to use 
and practice the language that present the facilities in the understanding more about 
entrepreneurship, such as the availability of written information. 
Social implications  
The study can be a catalyst to some societies which do not encourage their children to speak 
foreign languages to become aware of the advantages those languages do offer. 
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Originality/value 
This is a unique study of its kind in Cape Town universities and presents findings that allow to 
know more than previously known about the topic of entrepreneurial intentions. 
Key words: cultural values, entrepreneurship intentions, language, religion, university 
students, Cape Town 
1. Introduction 
Over the past two decades, a range of empirical studies have emerged and provided insights 
into the cultural and informal institutional contexts for entrepreneurship across and within 
countries (Gathungu and Mwangi, 2014:119). Cultural norms and values shape 
entrepreneurial behaviour (Gathungu, Mwangi, 2014, Thornton, 2011 and Sternberg, 2009), 
cultural factors can shape career choice decisions (Iakovleva and Solesvik, 2014), and 
promote or retard enterprise (Kreiser, Marino, Dickson and Weaver, 2010). Entrepreneurial 
activity (i.e. new venture creation) may be one of the behaviours that vary across societies 
due to the differences in cultural values and beliefs, and that many factors underlying 
entrepreneurial behaviour are common across culture (such as economic incentives) (Mueller 
& Thomas, 2001:59).  
Mitchell, Busenitz, Bird, Gaglio, McMullen, and Morse’s (2007) work across seven Pacific Rim 
countries, found that cultural values shape entrepreneurial cognitions and their relationship 
with the actual decision to start a business. However, Culture is multidimensional. 
Trompenaars and Hampden-Turner (1997) published seven dimensions of culture:  
Universalism; whereby people place a high importance on laws, rules, values, and 
obligations. They try to deal fairly with people based on these rules, but rules come before 
relationships.  
Individualism; where people believe in personal freedom and achievement. They believe that 
you make your own decisions, and that you must take care of yourself.   
Specific; it is a situation of cultural setting where people keep work and personal lives 
separate. Consequently, they believe that relationships do not have much of an impact on 
work objectives, and, although good relationships are important, they believe that people can 
work together without having a good relationship. (Apartheid legacy, social classes, 
different ways of living, eating, dressing, worshiping, celebrating, Mbeki, education, 
races, religions) 
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Neutral; whereby people make great effort to control their emotions. Reason influences their 
actions far more than their feelings. People do not reveal what they are thinking or what they 
are how they feeling.  
Achievement; where people believe that you are what you do, and they base your worth 
accordingly. These cultures value performance, no matter who you are.  
Sequential time; where people like events to happen in order. They place a high value on 
punctuality, planning (and sticking to your plans), and staying on schedule. In this culture, 
“time is money”, and people do not appreciate it when their schedule is thrown off.  
Internal direction (also known as having internal locus of control); here, people do 
believe that they can control nature or their environment to achieve goals. This includes how 
they work with teams and within organisations.  
There is no universally accepted definition of culture (Solesvik and Matlay, 2014:684). Several 
definitions assert it relates to something that is shared among people (Smith, 2002:1). For 
Kroeber & Parsons (1985), culture is a pattern of values, ideas and other symbolic-meaningful 
systems as factors in the shaping of the human behaviour, and a collective programming of 
the mind which distinguishes the members of one human group from another and which 
includes systems of values (Hofstede, 2001:9). 
Culture is an underlying system of values peculiar to a specific group or society which 
motivates individuals in a society to engage in behaviours that may not be evident in other 
societies (Mueller & Thomas, 2001). All these various definitions find their scope in one or 
many dimensions mentioned above, and these definitions have been picked for their 
closeness to the topic of the present article.    
Language is a component of culture. The effect of language as a factor of entrepreneurial 
intentions has been emphasised by (Altinay, 2008:118) that the ability to communicate 
effectively in a language allows entrepreneurs to break into the mainstream market 
successfully, while the availability of information in a language that one speaks fluently 
enhances the chances of entrepreneurial initiatives.  
Religion is also embedded in culture. Iannaccone (1998) presented anecdotal evidence of the 
resurgence of religious beliefs throughout the world, with the majority of growth originating 
from the more fundamental sects of the various religions. The focus of Iannaccone’s (1998) 
work was to assess the effects of religious influence on national culture, enacted gender roles 
and the resultant cultural norms which, in turn, will influence entrepreneurial activity. Some of 
the findings of Iannaccone’ s (1988:1491) work pertinent to the current study is that religion 
would seem to be the ideal testing ground for models of values change and belief formation. 
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For example, religion is both forth-right and specific about the beliefs and values they seek to 
inculcate […], also that religion possesses a vast arsenal of weapons in the war to shape soul: 
childhood education, parental reinforcement, selective membership, rites of passage, group 
monitoring, public declarations of commitment, sanctions and status, promises of supernatural 
rewards and punishment, appeals to history and sacred authority and so forth.  
Research also suggests that cultural context can shape entrepreneurial attitudes and 
intentions (Shinnar, Giacomin and Janssen, 2012). Nsaminang (2007), also emphasizes the 
crucial role of culture for a future behaviour, when he noted that different cultures invest in 
children, not as an end state, but in recognition that tomorrow’s adults are the products of their 
childhood.  
In light with this body of knowledge about the role of cultural values to boost entrepreneurial 
intentions, the current paper aimed at investigating the extent to which entrepreneurship 
students in Cape Town universities are influenced by their cultural values to behave 
entrepreneurially.  
 
2. Contextualising the variables of the study 
2.1. Cultural values 
The extent to which culture influences entrepreneurial behaviour is a result of whether people 
are able to take advantage of it or not. In their study conducted in nine different countries, 
Mueller and Thomas (2001) observed that there are some factors that are universal for 
entrepreneurs (such as innovativeness, differences in perception of risk, internal locus of 
control) but, due to the cultural differences, the pool of potential entrepreneurs would be limited 
in cultures that were collective and high avoiders of uncertainty.  
Using the variable of perceived feasibility and perceived desirability to research on the impact 
of culture on entrepreneurial intentions, Sajjad, Shafi and Dad (2012:32) suggested that 
culture inculcates entrepreneurial experience among the members of the community. That 
experience allows the individuals to measure their desire for entrepreneurship, while 
discovering the feasibility of the venture. Entrepreneurial intentions will then result from that 
experience, decisions from feasibility analysis as well as the assessment of the level of 
desirability within the individual.  
Despite its weakness of not specifying which element of the culture (such as religion, language 
or anything else to better suit the purpose of this study), this model has been recommended 
by a number of authors. However, before its advent, researchers have been relying on a 
number of other models, which, currently do not appear conclusive. Among those, there is 
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Hofstede’s (1980) model about the influence of culture on entrepreneurship, from which, 
Hofstede, Noorderhaven, Thurik, Uhlaner, Wennekers, & Wildeman (2004) considered two 
alternative forms in which this influence may be exercised.  
 Firstly, there is a positive aggregate effect which would take place when culture shapes 
economic and social institutions, making them more favourable for entrepreneurial 
activity. Thus, “integrated” individuals may find it easier to become entrepreneurs.  
 Secondly, where culture is relatively unfavourable for entrepreneurship, “dissatisfied” 
individuals would seek personal realisation through self-employment.  
This model has been recommended by Liňάn and Chen (2009:597).  
For the purpose of this study, the cultural values that are under investigation as to how they 
impact on entrepreneurial decisions are language and religious beliefs. 
2.1.1. Language 
Cultural attributes of the entrepreneur, including education, language and religion, play an 
important role in developing entrepreneurial abilities and contributing to the survival of the 
entrepreneur’s business (Altinay & Altinay, 2006; Basu & Altinay, 2002; Basu & Goswami, 
1999; Casson, 1991).  
In his study, Altinay (2008) points out that previous researches have suggested that people 
become more convinced about entrepreneurial behaviour if they are confident about their level 
of skills to bring the initiative to a successful end. As an illustrative example, Altinay (2008:116) 
postulates that the ability of entrepreneurs to use the English language is measured by their 
ability to speak, write and read the language fluently (Altinay, 2008:116) and these constitute 
the source of entrepreneurial confidence.  
Referring to a study by Levent, Masurel and Nijkamp (2003) on attitudes and behaviours of 
Turkish females in Amsterdam, Altinay (2008:116) observed that poor language skills are an 
obstacle to entrepreneurship. In their view, the ability to communicate with others in a host 
country language is an important factor which results in social and economic integration and 
productivity.  
Furthermore, the stronger the language skills of the entrepreneur, the higher the level of 
confidence they will have to seek capital from banks and other financial institutions and will 
rely less on co-ethnic capital (Levent et al., 2003). The ability to communicate effectively in a 
language allows entrepreneurs to break into the mainstream market successfully, while the 
availability of information in a language that one speaks fluently is a major boost for 
entrepreneurial initiatives (Altinay, 2008:118).  
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2.1.2. Religious beliefs  
“Religion, as a discrete influencer, is considered to be a primary contributor to the 
shaping of societal norms, and reliance on it is not declining” (Williamson, Mueller, Van 
Deusen & Perryman, 2007:58). 
The concept of religion is a system, typically institutionalised, that addresses the communal 
beliefs and guides an individual’s behaviour and state of commitment to a deity or supernatural 
power (Williamson et al., 2007:57).  
Iannaccone (1998) presented anecdotal evidence of the resurgence of religious beliefs 
throughout the world, with the majority of growth originating from the more fundamental sects 
of the various religions. The focus of Iannaccone’s (1998) work was to assess the effects of 
religious influence on national culture, enacted gender roles and the resultant cultural norms 
which, in turn, will influence entrepreneurial activity. In the US, “religious beliefs are remarkably 
salient” (Sherkat & Ellison, 1999:365).  
In the view of Metcalf, Modood and Virdee (1996), religion can be a barrier to business growth. 
This justifies why Indians are more successful business people than Pakistanis, as the latter 
rely heavily on the influence of religion which prohibits the payment of interest on bank loans. 
In the same vein, Smallbone, Fadahunsi, Supri and Paddison (1999) stated that Pakistanis 
who wish to live according to Islamic values are less willing to integrate with western culture 
and consequently have not performed as well as non-Muslim businesses. The same view is 
also shared by other scholars such as Rafiq (1992) who stated that Asian Muslim businesses 
have not performed as well as non-Muslim businesses.  
Altinay (2008:113) argued that the religion of the manager or business owner constitutes a 
barrier to capital access from banks and that Muslim managers rely on the capital from co-
ethnics for their business start-ups and entrepreneurial activities.  
Contrary to the above arguments, Basu and Altinay (2002) discovered that Muslim 
entrepreneurs, including Turkish entrepreneurs, are pragmatic businessmen who realise that 
they have to rely on bank borrowing if they wish to start a business and if alternative modes 
of finance are unavailable.  
It is therefore possible to argue that religious beliefs are able to influence other aspects of 
human behaviour beyond the sphere of sacredness. This can be illustrated by the fact that all 
major religious organisations have adapted to the political and social realities far from their 
initial core intentions.  
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With the above debate about the role of religion on the performance of entrepreneurial 
behaviour, the current study aimed to shed more light on the influence religion has in shaping 
entrepreneurial intentions of university students in South Africa.  
 
2.2. Entrepreneurial intentions  
In the view of Choo and Wong (2009), intention is the single best predictor of entrepreneurial 
behaviour. Intentionality has been profoundly researched, and scholars, such as Vesalainen 
and Pihkala (2000) defined it as a conscious state of mind that leads attention (and therefore 
experience and action) toward a specific objective or pathway to accomplish it. 
Entrepreneurship intention is defined as the growing conscious state of mind that a person 
desires to start a new enterprise or create new core value in existing organization (Remeikiene 
and Statienne, 2013). Individuals who found a business organisation not only have a 
propensity to start, but, in addition, adopt a coherent behaviour to attain their goals 
(Vesalainen and Pihkala (2000). Intentionality is thus grounded on cognitive psychology which 
strives to clarify or predict human behaviour. Similarly, Henley (2005:3) joins the debate and 
posits that psychological evidence claims that intentions are a crucial predictor of subsequent 
planned behaviour and that entrepreneurial intention is an important phenomenon, one that 
has attracted substantial cognitive research. For Pihie (2009), intentionality is understood to 
be a behavioural intention resulting from attitudes and becomes an abrupt determinant of 
behaviour.  
Entrepreneurial intentions are crucial to the process of entrepreneurship as they form the 
preliminary step in a series of actions taken towards the organisational founding (Bird, 1988). 
Intentions of behaviour can be strong indicators of that behaviour (Fishbein & Ajzen, 1975). 
Bird (1988) praises the role of entrepreneurial intentions especially in the beginning of the 
organisation, since the influence of other external stakeholders politics, corporate structure, 
image and culture, is still minimum. Consequently, the founder’s intention determines the form 
and the direction of the embryonic organisation.  
Van Gelderen, Brand, Van Praag, Bodewes, and Van Gils (2008) have also outlined the crucial 
role of entrepreneurial intentions in understanding the entrepreneurial process, when they 
argue that intentions form the underpinnings of new organisations and, because 
entrepreneurship occurs over time, entrepreneurial intentions might be viewed as the first and 
pivotal stage in an evolving, long-term process. Entrepreneurial intentions have an effect on 
the intended or newly established organisation, but also influence the actions of existing 
organisations.  
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In the context of organisations, due to the intentional processes, individuals pursue and exploit 
opportunities to the best of their abilities (Stevenson & Jarillo, 1986). As a result, existing 
organisations embody and elaborate intentions that ultimately affect a venture’s success. 
Illustratively, managing director (MD’s) entrepreneurial intentions would directly affect the 
organisation that they are in charge of. Wikmund (1999) as well as Miller (1993) have both 
concurred with the above statement arguing that the MD’s intentions to create or add value 
within existing organisations on the pillars of innovative, proactive, and risky actions, have an 
impact on venture growth. This is what Wiklund and Shepherd (2003) empirically 
demonstrated that the intention to be innovative and proactive while taking risks enhances a 
firm’s performance.  
Krueger and Brazeal (1994) used role of society, individual self-efficacy as well as propensity 
to act as the catalysts of entrepreneurial intentions. They however nuanced their argument 
that in some circumstances, some events may occur and disrupt the normal course of events 
leading to entrepreneurial intentions. For clarity purpose, and in accordance with the subject 
of this article, a further elaboration on the role of culture is given. Krueger and Brazeal (1994) 
elucidate that cultural impacts comes from the community at large whereby the potential 
entrepreneurs inquires himself whether important structures and community leaders really 
approve self-employment or otherwise.  
As far as South African environment is concerned, one would argue that all the above life 
variables are available to support the entrepreneurial orientation across the age divides. Sadly, 
in his study, Fatoki (2010:91) found a low level of entrepreneurial intentions among graduates 
in South Africa as the results reveal that most of the graduates are geared towards working 
for private companies or public organisations rather than venturing into entrepreneurship.  
Fatoki’s results correlate with Kazela’s findings in 2009: “that the general motivation among 
disadvantaged communities is to earn an academic qualification which will make them more 
suitably qualified for the employment market. They find this preferable to considering self-
employment”. This is the same reason for the low Total Early-Stage Entrepreneurial Activity 
(TEA) rate in South Africa as that pointed out by Herrington, Kew and Kew (2009). In Fatoki’s 
(2010:92) opinion, the low level of entrepreneurial intentions in South Africa results from a 
number of obstacles that include the lack of capital.  
However, some students want to undertake the entrepreneurial path, and a study by 
Scheepers, Solomon and De Vries (2009:59) on entrepreneurial intentions and behaviour of 
South African university students has investigated the sector which they would prefer to 
venture into, their relative innovativeness of their concept, their current experience, as well as 
the steps they go through to turn their intentions into reality.  
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3. Methodology  
3.1. Method 
A survey-correlational study was found to be the most appropriate method for this study, 
because it has been frequently used in many researches in the same field. Neuman 
(2005:250) argued that a survey is often called correlational, while Babbie and Mouton (2001) 
posits that a survey usually adopts both qualitative and quantitative methodologies. A survey 
correlational study focuses on selecting a sample of individuals from a population and then 
analyse the information using statistical techniques to make inferences about the population.  
3.2. The population and sample 
The number of entrepreneurship students from the four mentioned universities looks as follows 
for the 2014 academic year.   
 
(Please insert table 1 here) 
 
Due to time and financial constraints, all 966 students could not be reached for completing the 
questionnaire, hence sampling. The Research Advisors (2006:1) hold the view that, it is 
possible to use one of the sample calculation formulae to construct a table that suggests the 
optimal sample size – given a population size, a specific margin of error, and a desired 
confidence interval.  
 
(Please insert table 2 here) 
 
The Research Advisers (2006) provided a table displaying the population sizes, confidence 
levels, or margins of error. Thus, for the purpose of the current study, the four universities that 
were the units of investigation had a total of ± 966 entrepreneurship students and students 
doing programmes involving entrepreneurship modules. With a 95% confidence level 
considered, together with a margin error of 5%, a sample of between 260 and 278 was 
considered sufficient.  
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(Please insert table 3 here) 
 
3.3. Data collection 
Data collection was done by means of questionnaire, whose inter-item consistency, was tested 
by the use of Cronbach’s Alpha. The variable of language scored reliability level of 0.746, 
while religion scored reliability level of 0.730. In all four universities, data collection was done 
by requesting the lecturers to accord few minutes at the end of their lecturing periods for the 
students to complete the questionnaires. Only MBA students from University of Stellenbosch 
have completed the questionnaire in a self-administered way. Therefore, for other remaining 
three universities, the questionnaire was completed with the present of both lecturer and the 
researcher. 
 
3.4. Analysis and interpretation 
The collected data were coded by means of the Statistical Program for Social Science (SPSS, 
version 22). The SPSS was utilised to generate the descriptive statistics, as well as correlation 
statistics. Then descriptive statistics were compiled with the help of Univariate Analysis 
(frequency tables, pie chart and histograms), while correlation (statistical relationships) was 
done by using a combination of factor analysis, analysis of variance (ANOVA) and Chi-square 
for nominal data.  
 
4. Findings  
4.1. Biological information  
This section presents an analysis of data collected from the respondents of the study, i.e. 
entrepreneurship students from UCT, US, UWC and CPUT. Sub-headings under this section 
include: age category, gender, race, religion, residential area (whether it is urban, metro or 
rural) and study level. 
 
(Please enter figure 3 here) 
 
As displayed in Figure 3, most of the respondents are in the age category of 21-25 (52.8%), 
followed by the category of up to 20 (35.1%). Both groups represented an overwhelming 
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majority of 87.9% of the respondents. The justification is student respondents were both 
undergraduate and postgraduate, and all postgraduate students such as those who took their 
studies on a part-time basis, or those who failed some subjects, were also deemed to be in 
early twenties. Furthermore, the average age of starting university studies in South Africa is 
18, and since the study involved a few Master’s students, it is therefore understandable that 
most of the undergraduate students were under 25 years of age. 
This finding exposes an inspiring situation that a good number of young people are 
undertaking entrepreneurship programmes in a country that is in such need of heightening the 
entrepreneurial spirit among its citizens but it also responds to Co and Mitchell (2006:349) 
suggestion that Higher Learning Institutions (HLIs) can help create a more entrepreneurial 
disposition among young people by: 
 Instilling a clear understanding of risks and rewards 
 Teaching opportunity seeking and recognition skills 
 Creating and destroying enterprises 
 Developing entrepreneurial traits in students – this finding is in line with this study. 
This finding corroborates Wilson, Kickul, & Marlino (2004:14)’s pronouncement that the 
provision of access to entrepreneurship education is especially important in fuelling the 
pipeline of aspiring entrepreneurs, because of the strong role education plays in raising their 
levels of self-efficacy, and ultimately their interest in starting their own venture.  
 
(Please insert table 4 here) 
 
As reflected in Table 4, a significant percentage of 56.9 of the respondents were female while 
42.3 percent were male. Two of the respondents (0.7%) did not indicate their gender. In South 
Africa - as in many other parts of the world - the number of females surpasses that of their 
male counterparts (51% female, 49% male: CS2016.statsSA). It should therefore be expected 
to find this gender imbalance in South African institutions of higher learning. At the same time, 
this finding responds to the calls of government and other stakeholders, such as organisations 
for human rights and organisations for women empowerment and emancipation, to enrol a 
larger number of females at universities, which, hopefully, may lead them to participate into 
the main economy.  
With such a finding about a higher number of women undertaking entrepreneurship studies, 
there is hope that the future of women entrepreneurs in South Africa looks even promising.  
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(Please insert table 5 here) 
 
Table 5 provides an attention-grabbing picture concerning the racial groups of the study 
participants. Almost half of them (46.4%) belonged to the African racial group while the White 
racial group came in second position with 34.3%. Coloureds were represented at 16.1% while 
Indian participants comprised 1.5%. The group designated as “other” scored 0.4% (1 
respondent) and the same score applied to the Chinese group. This finding, though it does 
not represent the demographic characteristics of the South African society, reflects the real 
situation that Blacks (Africans) are the majority (80.66%), followed by Coloureds (8.75%), then 
whites (8.12%) and Indians/Asians at 2.47% (CS 2016. StatsSA, 2016:21). Given this 
statistical information, it is therefore understandable that the same trend would be reflected in 
this survey conducted in some South African learning institutions of all levels.  
In South African environment, Whites, who represented a percentage of 34.3 in the study, 
have been the dominant racial group in undertaking entrepreneurial activity. Though it is still 
the case today, it is also encouraging to see other races such as Coloureds represented in 
entrepreneurial courses beyond their real national statistical figures. On the other hand, the 
finding that Blacks are more interested in entrepreneurship programmes could be interpreted 
that the entrepreneurial spirit is gaining momentum in South Africa as the youth from the 
majority of the country’s population is undertaking it. 
 
(Please insert table 6 here) 
 
Table 6 reflects that the majority of the students who participated in the study were Christians 
(82.5%), followed by the agnostic (non-believer) group (5.5%), then the Muslim group (4.4%). 
This finding positively follows the trend as uncovered in South African religious statistics 
where, in the 2011 census, Christians were counted to be 79.8%, followed by non-believers 
(15.1%), then Muslims at 1.5% (Statistics South Africa, 2011)*. 
 
4.2. Correlation analysis 
The strength of the relationship between variables was tested by means of correlation 
analysis, which was preceded by factor analysis. The number of items under these two sets 
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of variables (language and entrepreneurial intentions, as well as religion and entrepreneurial 
intentions), was seven. Factor analysis allowed to reduce this large number of related 
variables to a more manageable number, before using them in order to analyse such as 
multiple regression or multivariate analysis of variance.  
 
(Please insert table 7 here) 
 
The variable of language has seven different items. Factor analysis produced data showing 
that only three items have a required correlation of more than 0.005, paired with a par value 
of between 0.000 and 0.009, as reflected in Table 7 above. This shows that there is 
relationship between the independent variable of language and dependent variable of 
entrepreneurial intentions. This means that the better someone is at communicating, the more 
his/her chances of entrepreneurial intents are increased.  
A communication skill is crucial in entrepreneurship. Starting and running one’s own business 
is a process which, in many circumstances, involves negotiations, networking, presentations 
during meetings and conferences, and hence an individual confident in his strong 
communication skills is likely to increase his entrepreneurial intentions faster than otherwise. 
This is what Altinay (2008:118) confirmed when he articulated that the ability to sufficiently 
communicate in a language allows entrepreneurs to break into the mainstream market 
successfully. He further posited that the availability of information in a language that one 
speaks fluently is a major boost for entrepreneurial initiatives.  
 
(Please insert table 8 here) 
 
Table 8 contains information about the variable of religion. The total number of items in the 
variable is seven, but only four are proven to have an acceptable correlation of above 0.005 
paired with a par value of between 0.000 and 0.009. This shows that there is a relationship 
between the independent variable of religion and entrepreneurial intentions, and that the 
independent variable is statistically significant. 
In some communities, religion plays a significant role in influencing the behaviour of their 
members. If entrepreneurship is a behaviour that can be influenced, and if it is one of the 
mainstays of a religious group, the members will develop their intentions to become 
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entrepreneurs. An example is that Muslims in Cape Town tend to have a high level of 
entrepreneurship as a result of their religious teachings of solidarity. However, some scholars 
such as Iannaccone (1998) expressed mixed reactions about the role of religion on 
entrepreneurial intentions. He (Iannaccone) argued that religion through cultural norms will 
influence entrepreneurial activity, while Sherkat and Ellison (1999:365) ascertained that in the 
US, religion beliefs on entrepreneurial activities are salient. However, Metcalf, Moddod, & 
Virdee (1996) stated that religion can be a barrier to business growth and supported their 
argument with the fact that Indians are more successful business people than Pakistanis, who 
rely heavily on the influence of religion which prohibits the payment of interest on bank loans.  
In the same vein, Smallbone, Fadahunsi, Supri & Paddison (1999) stated that Pakistanis who 
wish to live according to Islamic values are less willing to integrate with western culture and 
consequently have not performed as well as non-Muslim businesses. The same view is also 
shared by other scholars such as Rafiq (1992) who stated that Asian Muslim businesses have 
not performed as well as non-Muslim businesses. Altinay (2008:113) argued that the religion 
of the manager or business owner constitutes a barrier to capital access from banks and that 
Muslim managers rely on the capital from co-ethnics for their business start-ups and 
entrepreneurial activities.  
Contrary to the above arguments, Basu and Altinay (2002) discovered that Muslim 
entrepreneurs, including Turkish entrepreneurs, are pragmatic businessmen who realise that 
they have to rely on bank borrowing if they wish to start a business and if alternative modes 
of finance are unavailable. As per the above debate, the current study has, through empirical 
evidence, reached the conclusion that religion does influence entrepreneurial intentions.  
 
4.3. Regression analysis  
The regression analysis is conducted between two variables to determine which items of the 
independent variables (language and religion in this case) most influence the dependent 
variable of entrepreneurial intentions. 
 
(Please insert table 9 here) 
 
The model summary of the variable of language shows an Adjusted R- Square of 0.090>0.05, 
and a par value of 0.000<0.05. This means that the model fits the data.  
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From Table 9 above, it is clear that the item of “The stronger the communication skills an 
entrepreneur has, the more confident he will be” has a positive relationship with the variable 
of language and, therefore, the language variable increases the chances of entrepreneurial 
intentions among entrepreneurship students with its par value of less than 0.05. This finding 
is relevant as it correlates with the finding in the previous studies, where the same item was 
proven to have a significant contribution to the student’s self-efficacy.  
Altinay (2008:116) posited that previous researches have shown that people become 
convinced about their entrepreneurial behaviour if they are confident about their level of skills 
to take the venture forward to success. The finding of the current study confirms Altinay’s 
statement. Furthermore, Altinay (2008:116) articulated that Levent, Masurel, & Nijkamp (2003) 
conducted a study on attitudes and behaviours of Turkish females in Amsterdam, and 
observed that poor language skills are an obstacle to entrepreneurship. In their view, the ability 
to communicate with others in a host country language is an important factor, which results in 
social and economic integration and productivity.  
Conclusions that support my findings have also been reached by  [Altinay & Altinay (2006), 
Basu & Altinay (2002), Basu & Goswami (1999), and Casson (1991)] who articulated that 
cultural attributes of the entrepreneur, including education, language and religion, play an 
important role in developing entrepreneurial abilities and contributing to the survival of the 
entrepreneur’s business.   
 
(Please insert table 10 here) 
 
The regression analysis conducted between the variable of religion and entrepreneurial 
intentions has revealed the model coefficient of 0.011<0.05, with the model summary 
indicating 0.045<0.05. This model does not fit the data. Furthermore, Table 10 does not show 
any single item that fits in the model, as all the items have a p>0.05. This means that there is 
no positive impact on the independent variable of religion, and consequently, this variable 
does not increase the chances of entrepreneurial intentions among entrepreneurship 
students.  
This finding coincides with the author’s observations, who, during his readings, did not come 
across a strong argument about this variable as being an important influencer of 
entrepreneurial intentions, which is an inverse argument to what Williamson, Mueller, Van 
Deusen and Perryman (2007:57) believe in, namely that religion, as a discrete influencer, is 
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considered to be a primary contributor to the shaping of societal norms and people continue 
to rely on it.  
However, following what Basu and Altinay (2002) said, it can be argued that religion as an 
entrepreneurship influencer is specific to some environments. They articulated that some 
Muslim entrepreneurs, including Turkish entrepreneurs, are sensible businessmen who 
realise that relying on bank borrowings to start a business is an acceptable way. From this 
argument, but contrary to the findings of the current study, it can be confirmed that religion is 
able to influence other aspects of human behaviour beyond the sphere of the sacred. 
 
5. Conclusion and recommendations 
This study used statistical inferences such as factor analysis, regression analysis to conduct 
this empirical investigation. The regression analysis concluded that both items of the cultural 
values i.e. language and religion reached contradicting results, whereby a relationship was 
found between language and entrepreneurial intentions. The same conclusion was reached 
by Altinay 2008 as well as Levent, Masurel and Nijkamp, 2003), while religion was not found 
as such. Such a finding about religion was also reached by Metcalf et al (1996), Iannaccone 
(1998), Sherkat and Ellison (1999:365) who researched in various parts of the planet.  
One of many encouraging findings about the study, is the higher number (57%) of females 
that are undertaking entrepreneurship programme. It is therefore recommended to the 
government to: 
 Intensify its campaign about higher education enrolments in entrepreneurship for girls.  
Lecturers, universities, as well as government to: 
 Identify a language and pass a policy that encourage the use of the language that 
possesses the benefits of stimulating entrepreneurial mind and encourage students 
and the young people to be more familiar with it.  
It is also recommended to the parents that: 
 They continue to cultivate into their children, the culture of entrepreneurship through 
regular conversations which can be done in a language that has been identify as 
entrepreneurial enhancer.   
To the businesses to continue their support of all good initiatives that support entrepreneurship 
in the country.  
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And finally, it is recommended that further researches be undertaken in an attempt to 
understand or discover if different trends have emerged about the role of religion on 
entrepreneurial intentions.  
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